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The Texas Water Quality Association (TWQA) is dedicated to promoting the highest principles of honesty, integrity, fair dealing, and professionalism in the water quality industry for our state.  We are also equally dedicated to preserving the consuming public’s right to quality water. This Code of Ethics sets the standards of conduct for TWQA members in their dealings with customers, fellow members, vendors and suppliers, and the public at large.  The Marketing Obligations and the Logo Usage Policy are incorporated as a part of this Code of Ethics. (Note: “†” symbol indicates clarifying comments available for the corresponding rule.)

General Obligations
1. [bookmark: _Hlk164171676]Members shall be informed of and adhere to all laws, statutes, ordinances, codes, and regulations applicable to the industry. †
2. Members shall accurately represent credentials, training, experience and abilities of all employees and agents.
3. Members shall ensure that their products or services are properly applied or installed.
4. Members shall inform customers of the general maintenance of products, service requirements and related costs.
5. Members should respond in a timely manner to customer complaints.
6. Members should provide timely and competent installation and service.
7. Members should continually improve their knowledge and skills in the water quality industry.
8. Members should adhere to and promote the TWQA Code of Ethics, including the Marketing Guidelines and Logo Usage Policy.
9. Members should build their business on the merits of their products, services, and abilities.
Marketing Obligations
10. All product performance, benefits, or claims (whether written or verbal) will be based on factual data obtained from credible sources or from tests using verifiable and appropriate test procedures.  Such data must be available in writing at the time such claims are made.
11. Any statements regarding the source water supply, the performance of the water improvement process or the benefit of the products or services will be accurate and not misleading.
12. False or misleading statements (whether written or verbal) may not be used.  This prohibition includes but is not limited to statements which deceptively disparage publicly or privately supplied water, bottled water, or a competitor’s product or systems.  This prohibition also includes the deceptive or misleading use of pictures, exhibits, graphs, or charts.
13. Sweeping or absolute statements (whether verbal or written) may not be used if they are false or not entirely true or accurate.
14. Members shall take particular care in using the word “pure” unless the word is clearly defined by the member to the consumer.  Similar care should be taken in using terms such as “purification”, “purifier”, “healthy”, “safe”, “clean”, and “clear and free of contaminants”.
15. Advertisements or marketing materials/practices (whether verbal or written) must be entirely true and accurate.  Each sentence or statement, standing alone and separately considered, must be true.  In addition, the combined overall effect of the materials shall also be accurate and not misleading.
16. All advertisements/marketing materials or practices shall be designed and implemented to minimize the possibility of a consumer being misled. No facts will be omitted from advertising/marketing materials or practices if the effect of that omission is to mislead or misrepresent.
17. An asterisk may be used to direct attention to additional information about a word or term which is not in itself inherently misleading or deceptive.  The asterisk or other referenced symbols shall not be used as a means of contradicting or substantially changing the meaning of statements or graphic portrayals.
18. Testing devices or techniques used to test water for the presence of hardness, chlorine, color, or other characteristics may not be used for advertising or sales unless the testing devices or techniques are independently proven to provide fair and accurate results and the consumer is fully informed of the material aspects of that test, including its limitations.
19. All statements of warranty or guarantee shall conform with relevant state and federal law. †
20. All endorsements and testimonials shall conform with the U.S. Federal Trade Commission guidelines on that subject. †
21. All advertisements/marketing materials and practices making environmental or “green” claims must comply with the U.S. Federal Trade Commission’s Guides for the Use of Environmental Marketing Claims (“Green Guides”). †
Logo Usage Policy
22. Use of the TWQA Member logo means:
· TWQA members agree to adhere to the TWQA Code of Ethics.
· TWQA Member logo usage means only that the user is a TWQA member.  It should not be misrepresented to others in the industry or to the public as anything more.
23. Use of the TWQA Member logo does not mean:
· Certification, accreditation, or approval of a company, an individual, a process, or a product.
· TWQA approves any sales, advertising, or other promotional materials or representations.
· Any level of quality or performance of products, services, or anything else is guaranteed or assured by TWQA.
· Any statements made to customers, consumers, or the public are truthful and accurate.
· Anything else beyond identifying the user is a member of TWQA.
24. Any regular dues-paying member in good standing, including their executives and employees, may use the TWQA Member logo.  Use of the TWQA logo (as opposed to the TWQA Member logo) is exclusively reserved for the use of the TWQA for the TWQA-designated activities or materials (e.g., TWQA conferences, training materials, etc.).
25. Nonmembers or former (lapsed or otherwise) members may not use the TWQA or TWQA Member logos.
26. The TWQA Member logo must always be accompanied by the member company name, identification, and company logo.  The TWQA Member logo may not be used on clothing, hats, swag, promotional items, merchandise, or other giveaways or sales items.  The TWQA Member logo, in combination with this member company information, is strictly limited to use on:
· Letterhead
· Business cards
· Company signs
· Company vehicles
· Other business documents such as invoices, purchase orders, etc.
· Product advertising – but not on a product, a label of a product, or point-of-sale packaging of a product.
27. Logo placement and Size: 
· The TWQA Member logo may not be altered in appearance in any way.
· The TWQA Member logo may not be placed on (1) a product or point-of-sale packaging of a product, (2) clothing, hats, swag, promotional items, merchandise, or other giveaways or sales items.
· A TWQA member may not include, on the product label, the TWQA Member logo but may include the member company’s name, address and other identification information, and its own logo.
· The TWQA Member logo must include the word “Member” and the “®” symbol appear with the TWQA logo.
· The TWQA Member logo must be of secondary importance to a member company name and/or logo, either by selecting a smaller overall size or by placing it in an area well removed from member company or member company logo.
· The TWQA Member logo must be displayed square to the surface on which it is used.  The TWQA Member logo may not be tilted in any way.
· The placement of the various components of the TWQA Member logo may not be varied.  
· The TWQA Member logo may not be displayed with any variation in proportion, typeface, or orientation except in overall size.
· Correct usage:
Logo: 		
[image: A blue and red circle with text and a map of texas

Description automatically generated]

	Correct Phrase:	Member, Texas Water Quality Association
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TWQA Code of Ethics Commentary

Rule 1-	Laws and regulations relevant to the water quality industry may include but are not limited to laws dealing with restraint of trade, consumer protection, truth in advertising, truth in lending, intellectual property protection, environmental protection, sanitation, and effluent and waste disposal.  Laws may be federal, state, or local in origin.
Rule 19-	Pertinent federal regulations for warranties and guarantees may be found at the United States Federal Trade Commission’s Rule on Pre-Sale Availability of Written Warranty Terms, 16 CFR 702.1 et seq., effective December 31, 1975, and amended March 12, 1987, and Guides for the Advertising of Warranties and Guarantees, 16 CFR 239.1 et seq., effective May 1, 1985 and corrected May 21, 1985, as they may be amended from time to time.
Rule 20-	See United States Federal Trade Commission’s Guides Concerning Use of Endorsements and Testimonial in Advertising, 16 CFR 255 et seq., as revised effective July 26, 2023.
Rule 21-	See United States Federal Trade Commission’s Guides for the Use of Environmental Marketing Claims (“Green Guides”), 16 CFR 260 et seq., with the most recent amendments effective October 1, 2012.
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